Many medical offices have their own Web sites that advertise basic information about their practices, mostly to provide information to prospective patients. Most practices pay a third party-either an information technology person or company, or a Web service using temp lates to create and maintain their Web sites. If you are lucky, you have a knowledgeable high school student who creates the Web site for you inexpensively or, even better, a motivated physician staff member who creates one for free.
Regardless of how your Web site is created, there are strategies to make it more effective at promoting your practice-and for minimal (if any) cost.
The first step is to make sure your site is listed in all the major directories. Your Webmaster will not automatically do this for you. It is easy and often free to add or change your business's listing in these directories. The following are the most commonly used:
• www.google.com/local • www.local.yahoo.com • www.superpages.com Just type each of the above addresses into any Web browser, such as Internet Explorer, and somewhere on the Web page you will find a link to add or edit your busi ness listing . Make sure you add your Web site's address to your listing, along with your office number and building address. The next step is to optimize the Web site itself to do more for your practice . Note that all Web services described below are available for free, but they may require some programming knowledge for the initial setup (very easy if you understand basic HTML programming or have someone on your staff who does).
www.StatCounter.com
This Web service informs you of how many visitors a day you get, from what Web site they came, which pages on your site they looked at and how long they 66· www.e ntjou rnal .co m spent on each, which search engine they used to find your Web site, what keywords were used in the search, and from where in the world the visitor came. This information can be invaluable for increasing the usefulness of your Web site.
www.google.com/accounts
Google doesn't just perform great searches; it also provides many free services for Web sites. All of these services can be inserted into your Web site and branded with your logo. With a free Google account, you can create a customized Google map with your office location marked on it, have a customized Google search engine that searches only within your Web site, and create an almost infinite number of e-mail accounts with your specific practice domain name (yourname@ yourpracticename.com) . Even better, the free services Google offers keep expanding. Only recently, they have added a calendar function, word processor, and photo album (all free).
www.bloggeLcom
The term blog is short for Weblog, which is a Web site that serves as an on line journal of sorts. Basically,blogging is a way to write commentary on the Intern et, on anythi ng you want to write about, in chronological order. For a medical office, blogging is an effective tool for letting patients know of any changes in your office policies, new serv ices offered, Web site updates, office closures, etc. Patients may even subscribe to your blog and receive automatic e-mails when any new commentary is posted. Although there are many different Web sites that offer free blogging accounts, I specifically mentioned www.blogger.com (which is owned by Google) because anything written at that site becomes almost immediately available in Google's search results.
www.FeedBurner.com
Also owned by Goog le, this service allows for anything posted within a blog to automatically appear as an update on your practice's Web site. For examp le, when a physician writes a new commentary in his practice's blog that allergy drops will now be offered, the title of this news clipping will automatically appear on your practice's Web site. No need to update both the blog and your Web site!
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G UEST EDITORIAL www.SurveyMonkey.com and www.Wufoo.com These are two very good Web sites that offer free (up to a certain limit) customized on line surveys you can incorporate into your practice's Web site. Surveys are key to understanding what your customers (patients) want and therefore can help in deciding whet her to offer a new and potentially expensive service.
Finally,there are simp le th ings that can be do ne within the programming code of your Web site to improve its ranking in search results by Goog le and Yahoo . Your Webmaster will be able to help wit h this, but make sure you includ e as many keywords abo ut your practice as possib le. These keywords should include every single disease you treat, every procedure you perform, and everycity and state nea r your practice.
A ENTAX™ the co mplete so lution Generally speak ing, it takes about 3 to 6 mon th s for any Web site changes to be reflected in search results.
Wit h these steps, your prac tice's Web site should sta rt getting more traffic, which hopefully will translate into more patient visits and greater reven ue. However, do keep in mi nd that your practice's Web site will become the patient's first impression of you and your office. An informative, well-organized, and easy-to-navigate Web site goes a long way toward attracting them. A poor Web site may actually cause patients to look elsewhere for thei r care.
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The Digital Swallowing Workstat ion (DSW) is a powerful, multi-functional system that is integrated into one platform for dysphagia clinicians and researchers. From initia l assessment through rehabi litation, KayPENTAX continues to offer innovative so lutions to assist with patient management. 
